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Outdoor LED advertising is an emerging form of advertising in recent years to 
develop rapidly, and new media technologies and the perfect combination of outdoor 
advertising, outdoor advertising with high arrival rate, the performance of forms and 
other unique advantages and good prospects for development, is changing China 
traditional pattern of outdoor advertising, outdoor advertising in China change the 
mode of transmission, and even change the face of Chinese cities, LED display has 
become an important part of the urban landscape. But in the actual process of 
development of outdoor LED advertising there have been some problems, how to 
better play its great potential in economic and social development in the city, has 
become a problem worthy of our exploration and research. 
In this paper, the island city of Xiamen LED outdoor advertising as the main 
subject. First the concept of outdoor LED advertising, features, types, and the concept 
of the city's image, and the components were summarizing, and preclude the use of 
fieldwork, research methods of content analysis is more detailed analysis of the 
Xiamen City, LED outdoor advertising in the advertising type, Situation playback 
frequency, forms, colors, images, and other aspects of copywriting constitution, which 
summarized the current Xiamen LED outdoor advertising construct the image of the 
city, namely: ecological garden of beautiful Xiamen, Xiamen contemporary brand, the 
rule of law peace of Xiamen, Xiamen civilization Broadwood. However, the 
positioning of the image of the city from the government point of view of Xiamen, 
LED outdoor advertising image of the city of Xiamen in the construction process, 
there are still some problems, such as: LED set unreasonable interference landscape 
image; too outward-oriented economic image; stereotyped image of the government; 
lack of geographical features cultural image; mediocre advertising and creative.     
Finally, the development trend of China's LED outdoor advertising, and in the 
understanding of the future direction of development in Xiamen city, based on the 
main issues raised for the corresponding development strategies. 















entrusted with the spread of urban culture, shaping the urban landscape of social 
responsibility. This paper studies the status of outdoor LED advertising Xiamen for 
other cities in strengthening LED outdoor advertising and urban integration, 
strengthen creative, improve three aspects of advertising to provide a reference and 
reference. 
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出发，探讨 LED 户外广告对厦门城市形象的建构,是本文重点研究的问题。 





















西方学者凯文·林奇早在 20 世纪 60 年代就首次提出了“城市形象”的概念，
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第 2 章 文献综述 
由于“LED 户外广告对城市形象建构”的前期研究论文相对较少，本章将从
“LED 户外广告”与“城市形象”两个主题分别进行综述。然后针对 LED 户外广
告建构城市形象的相关研究以及厦门岛内 LED 户外广告现状展开分析，最后对以




2.1 关于 LED 户外广告的相关研究 
2.1.1 LED 户外广告的概念 
1、LED 及 LED 显示屏的概念 














学者汤筱冰在《LED 广告的视觉传播形态、特征及趋势》一文中，对 LED 广
                                                             
① 陈元灯. LED 制造技术与应用[M].北京：电子工业出版社,2010,2. 
② 张建设,贾洁. 中国 LED 广告的发展趋势[J].化术教育,2010,（8）：13. 
③ 汤筱冰.LED 广告的视觉传播形态、特征及趋势[J].新媒体研究,2008,（1）：112 
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